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Abstract 
Despite the fact that the entrance of the internet into our lives has not created as much change as those proposed by such movies 
as Matrix, Star Wars and Terminator, it is playing a greater role each day. Even in the digital world in which everything 
identified as new is fast outdated and consumed, academic, daily and technical knowledge and information as to the internet 
and hardware still draws our attention. However, this fast changing and evolving phenomenon is easily accepted and consumed 
without questioning by individuals. In this article, the 20-year-long considerably short but historic development of the internet 
which started being used in the 1990s in the world and in Turkey as well and the role of the internet in life will be discussed 
according to the reports issued by the Turkish Statistical Institute and other agencies. The article also aims to demonstrate how 
the internet which has become an important part of life shapes daily life by using the primary data from the Intel’s recent 
research on the use of the internet by the youth, the Boston Consulting Group’s Report on Turkey, Internet Economics and the 
Turkish Statistical Institution’s studies on the internet use in Turkey. The basic assumption of the study is to put forth the place 
of Internet as an important part of individuals’ lives and driving force for change in society, particularly young people, and the 
reflection of this rapid development causing a rapid end to new media consumption.     
© 2014 The Authors. Published by Elsevier Ltd. 
Selection and peer-review under responsibility of the 3rd International Conference on Integrated Information. 
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1. Introduction 
    It’s quite difficult to find answers on which date and how new media ,which is also called web 2.0 entered our 
lives. Rather than chasing answers to these questions, which vary according to the countries and income levels of 
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individuals; it is useful to go down and understand the origins and look down the development. Even though there 
is no consensus on the precise definition of Web 2.0, it will be accepted as “a jointly developed and shared system 
by the internet users.” (Erkul & Cekic, 2009)  Internet web sites came into our lives in the 90s while the internet 
and web were converging and turned into tools which different meanings assigned by 2000s. During these years, in 
which problems such as slow internet connections and availability only on the desktop computers are overcome, 
the new media pioneers emerged. 
    New technological innovations, starting with the perception of the software application Icq, that allows sharing 
messages without even being online, reached to a new point with more open and less formal Wikipedia 
encyclopedia project which aims information shared via the internet to gain significant meanings through the filter 
of editors. Together with this change, new media having a new identity found itself in the lives of individuals with 
various software applications. The following definition presents the new media or social media within a suitable 
frame for our explanations: “Social media refers to activities, practices and behaviors among communities of 
people who gather online to share information, knowledge and opinions using conversational media. 
Conversational media are web based applications that make it possible to create and easily transmit content in the 
form of words, pictures, videos and audios.” (Safko & Brake, 2009) 
     Certainly there are different types of response in different societies for the new media. Thus, “…no sane person 
ever believed in a kind of progress which advanced in an unbroken straight line without reverses and deviations 
and breaks in continuity, so that even the sharpest reverse is not necessarily fatal to the belief.” (Carr, 1991) 
 In this study, which examined Turkey's status in new media, the ways of progress, the depletion of the new 
media tools and the renewal process will be focused. 
 This study will try to overcome the basic problems by answering the following questions: First, How the 
internet usage patterns and rate changes in Turkey from 2007 to the present? Then, Is there any changes occurred 
in the use of new media over the years, and lastly, if there is a change, how did it affect the new media tools? The 
new media and transformation issues in Turkey will be interpreted and shaped from a new perspective around 
these main three questions  
2. Analysis 
     Internet access rates in Turkey, according to the Turkish Statistical Institute, are as follows: 
Table 1: Household ICT Usage Survey, Turkish Statistical Institute, 2012. 
 
Basic Indicators 2007 - 2012 (%) 
  2007 2008 2009 2010 2011 2012 
Internet access of households 19,7 25,4 30 41,6 42,9 47,2 
 
Computer usage  
16-74 age group 33,4 38 40,1 43,2 46,4 48,7 
 
Internet usage 
16-74 age group 30,1 35,9 38,1 41,6 45 47,4 
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These rates indicates that in last 6 years, the households with internet access have increased more than 100% , 
and 30.1 % of individuals  have reached the internet in the workplace or Internet cafes even they don’t have it in 
their residences. At the end of the six years, while 47.2% of households had internet access, 47.4% of individuals 
utilize the internet. Yet another observation, which can be made for 2012 is that most of people that use computers 
(48.7%) are using the Internet (47.4%). In order to understand the ways of the increase in the access to the Internet, 
the data in which Internet subscribers in Turkey is presented in detail by the Information and Communication 
Technologies Authority should be discussed. Thus, the number of internet subscribers in Turkey and the change of 
subscription forms on an annual basis can be observed.  
As it is shown in the comparison table, while the number of internet subscribers in Turkey increased by 42.3% 
in one year from 2011 to 2012, the number of mobile-broadband subscriptions increased by 108.9% at the same 
time. This is a significant statistic indicating that the Internet subscribers in Turkey have differentiated. Annually, 
2% of decline was observed in households’ internet connections in the form of so called xDSL broadband internet 
subscriptions. The increase in both fiber and mobile broadband subscriptions shows that the consumer profile has 
changed, the importance given to mobility as well as the connection speed has rised, 
As we went through the changes in access to the internet and internet connections with the previous two tables, 
we can check the two different studies carried out in Turkey by Intel Company in terms of users’ perspective 
change. In 2009, as a result of a “Computer Usage and Attitude Survey” which was made in the center of 28 
provinces and 55 districts, and the 113 neighbourhoods, miscellaneous research findings are presented. When they 
are asked how often and for what purpose they use computer, most users’ answer is that they listen to the music, 
buy or record it. After that, they use it to chat, surfing web sites, read e-mail and watch videos. 
     Table 3: The Intel Computer Usage and Attitude Survey, Use of Computer, 2009. 
Frequency and Purpose of Computer Use 
  
Three 
times a 
day and 
more  
One or 
two times 
a day 
One or 
two times 
a week Occasionally 
No 
comment 
Don’t have a 
computer but 
want  
Don’t 
want a 
computer 
Table 2: Total Internet Subscribers - Turkey Electronic Communications Market Quarterly Market 
Data Report-Information and     Communication Technologies Authority, 2013. 
 
Number of Internet Subscribers 
        2011-4       2012-3       2012-4 
Quarterly Growth 
Rate 
(2012-3 /2012-4) 
Annual Growth 
Rate 
(2011-4 / 2012-4) 
xDSL 6,776,036 6,602,030 6,643,299 0,60% -2% 
 
Portable Computer 1,547,421 1,875,653 1,909,530 1,80% 23,40% 
 
Mobile Phone 4,907,380 9,685,926 10,252,370 5,80% 108,90% 
 
Fixed line 460,451 492,765 500,658 1,60% 8,70% 
 
Fiber 267,144 548,493 645,092 17,60% 141,50% 
 
Other 159,383 142,753 139,665 -2,20% -12,40% 
TOTAL 14,117,815 19,347,620 20,090,614 3,80% 42,30% 
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To watch movies/TV 6,7 11 22,7 35,5 1,1 6,3 16,8 
To play videos 11 14,3 17,7 35,4 0,6 4,9 16,1 
To play photographs 6,8 10,2 20 42,7 0,6 7 12,7 
For instant messaging/chat 13,7 15,3 22,4 28,8 0,2 5,1 14,4 
Web surfing 11,7 13,9 24,5 30,7 0,7 5,9 12,6 
To send or recieve e-mails 11 16,4 23,7 29,8 0,3 6,3 12,5 
To play, download, buy MP3 files 16,9 23 19,4 30,3 0,1 2,4 7,8 
 
A further question in which expectations of the users aged 16 to 24 from a computer are tried to be measured, is 
answered as for communication, e-mail and to chat, researches for assignments in order. 
Table 4: Intel Computer Usage and Attitude Survey, Computer Expectations, 2009. 
  Expectations from a computer by Age Groups 
Age 16-19  Age 20-24  Age 25-34 Age 35-44  Age 45+  
Education 31,5 37 55,8 68,8 71,7 
Communication, e-mail, chat 52,1 43,6 34,8 20,9 18,3 
Assignments 40,4 26,4 33,3 42,3 40,3 
Researches 27,4 31,1 33,1 44 45,4 
Web surfing 42,7 40,1 35 18,3 22,9 
Personal development 19,4 24,5 25,5 24,7 22,1 

 After a general survey in Turkey in 2009, Intel conducted a narrow search in 2012, which called ‘Young Turkey 
Survey’ for further details. According to the survey in which 3,000 young people aged 13-29 in 26 provinces 
across Turkey attended; internet is used on daily basis by 57 % and for 47 % it has become indispensable. In the 
same research, while 5 % of those sampled go online before they leave the bed, internet is mostly used on social 
Networks (55%) to read news (40%) and disseminate information (39%). Half of the Turkish youth spends an 
average of 53.5 minutes on social networks and attend regularly on daily basis. (Kokten, 2012) 
 In surveys carried out by the same company three years apart, some differences in the definitions draw 
attention. In 2009, the situation referred as “chatting”, became “to participate in social networks” in 2012 and 
internet is involving more and more in the lives of young people with each passing day. The titles 
“communication”, “to send and receive e-mail” and “to chat” gathered under the title of “joining social networks”. 
Another interesting finding determined is that although half of the young people are joining social networks on a 
regular basis, they’re reluctant to produce contents. As there are changes in the methods of access and users 
perspective to the internet, we need to look at the changes of interest in new media. After Facebook opened 
worldwide and became the most used social networking service by the end of 2005, it has also attracted intensive 
attention in Turkey and became a platform in which number of subscriptions increased rapidly. 
 The following data is collected by two different sites since 2008; following can be concluded from the table 
below: 
Table 5 – Number of  Facebook users 
Country Dec 2008 Dec 2009 Dec 2010 Dec 2011 Dec 2012 Apr 2013 
Turkey 7,934,340 16,943,780 24,163,600 30,963,100 32,000,040 32,800,040 
 
12 month  
growth  
 
12 month  
growth 
  
12 month  
growth  
 
12 month  
growth  
 
4 month  
growth  
 
    114% 42.5% 28.1% 3.3% 2.3% 
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While the rate of increase in the number of registered Facebook users was 114 % from 2008 to 2009, the ratio 
decreased to 3.3% in December 2012. With each passing year there is a serious decline in the number of new 
Facebook members and it is understood the interest in this platform will not be the same as it used to be. It is also 
important to look at another new media brand - Twitter's user numbers to make a comparison. For Twitter, the 
situation is opposite. The number of Twitter users in Turkey in 2011, was stated as about 4 million. (Kutsal, 2011) 
Monitera prepared an assessment covering the years 2012-2013 and has come to the following conclusions: 
Twitter users 7.2 million in 2012, increased 33.3% in 2013 and became 9.6 million. In addition, while users in 
Turkey in 2012 send 1.7 million tweets per day, in 2013 this number increased by 370%, and became 8 million. 
We can also say that there is also the leaders’ effect on Twitter to increase the interest in Turkey; Turkey's 
President Abdullah Gul being the third most popular world leader on Twitter proves this statement. (Digital Daya, 
2012) This situation was evaluated in a study which examines the contribution of the leaders who has social media 
accounts on the internet as follows:  “political leaders, who are using Internet in particular, social media in an 
effective way, encourage their community to use the Internet and social media more often. (Ozutku & Copur, 
2013) 
This research and explanations on new media shows that there will not be a decrease in the interest but the 
users’ preferences will change through time to different tools 
3. Conclusion 
 The number of households with access to the internet in Turkey has increased more than 100% since 2007. It is 
understood that the increase in access to the internet is related with the changes in connection types. There is a 
decrease at xDSL connection as a non-dedicated internet service type and an increasing demand on faster fiber 
link. Another important development was in the form of mobile connectivity. Over the last year, mobile-broadband 
subscriptions have grown almost 110 percent and increased the individuals’ use of internet respectively bringing 
the new media and internet to every moment of life. 
 According to the Intel Research, in the past three years, the reason for connecting to the internet has changed 
from chatting in 2009 to connect to social networks in 2012. In a 3 years short period of time, joining the new 
media took place of being in chat rooms. Differences in the internet access types can also be seen in the new media 
application selection. Analysis carried out on Facebook and Twitter shows us that there is still an increase in 
Facebook user subscriptions but the rate of increase is diminutive; but on the other hand Twitter has the rate of 
increase 80% and 33.3%, for last two years respectively. The number of yearly tweets sent by Turkish subscribers 
has grown 370 % comparing to previous year and that also proves the increase in content producing. Generally, 
individuals in Turkey, in particular the young people's interest in computers, the internet and new media networks 
has increased substantially in the last six years. When the details of this increase examined the transformation and 
changes in internet connection types, new media perspective, and the network preferences will be seen quickly. As 
one of the main slogans of the Internet being the speed and change, it also reflects the rapid change in the new 
media. 
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